such as cash-on-delivery (COD), returns and refunds and free shipping, but are also paying attention to the possibility of numerous other business models based on their operating pattern. As the popularity of Internet retailing increases, firms feel immense pressure to develop appropriate models for their online operations. In this context, most players have been experimenting with and fine-tuning their existing business models. Even among the major online stores, there is a wide variation in the operating patterns across players, where a few are in the process of adopting a hybrid model (offering consumers to buy as well as sell on the website) while others are operating exclusively as selling sites.
Although there is a growing body of research focusing on different aspects of online retailing to understand consumer response towards online retailers (Ahmad & Khan, 2015; Ahmad, Rahman, & Khan, 2016; Cho & Jialin, 2008; Haque, Al Mahmud, Tarofder, & Ismail, 2007; Hasan, 2010; Hashim, Ghani, & Said, 2009; Park & Jun, 2003) , yet none of the previous research focuses on studying different online retailer models vis-à-vis consumers' attitude towards the website and their purchase behaviour. From among several factors that point towards consumers' intention to purchase online, the present study seeks to identify the effect of online retailer models in explaining how and why consumers prefer one e-store over others, since in a competitive era of retailing, retailers need to understand the importance of the store format too.
The objective of the present study is, therefore, to investigate differences in consumer's attitude towards and intentions to purchase from online retailers with different operating models. We examine the following question: Which online retailer models are most likely to generate more purchase intentions and positive attitude among consumers? We examine consumers' attitude and purchase intentions from online retailers who offer multiple products, such as bags, shoes and accessories, all in one place (e.g., Flipkart) in comparison with e-tailers offering a niche category (e.g., Lenskart). Furthermore, we are interested in finding if consumers opt for those e-tailers who offer the benefit of both buying as well as selling on the same website-the hybrid model-or those that exclusively deal in selling. It is pertinent from the online retailers' standpoint to identify and understand consumers' attitude and intentions to purchase, as such knowledge can help the e-tailers in increasing the traffic on their websites subsequently.
Literature Review

E-commerce in India
Among emerging economies, India has witnessed tremendous growth in online commerce and is expected to grow further (Jain, Gajjar, Shah, & Sadh, 2015) . Currently, the total number of Internet users in India is about 462 million, which is second after China (Internetlivestats.com, 2016) . With the increasing Internet penetration and flexible payment modes such as COD being used widely nowadays, online shopping is becoming the new way of shopping in India where Bigwigs such as Reliance Retail, Aditya Birla Retail and Tata's Croma have already entered the `20.5 billion e-retailing market, growing at over 30 per cent annually (Chandra & Sunitha, 2012) .
The last few years have seen dozens of new entrants into the Indian e-tailing sector-with several players vying aggressively to grab the top slots, for example, Flipkart, Snapdeal, Amazon, and so on. In a competitive market like this, online retailers are continuously re-examining their business models and experimenting with it. The e-tailing market has already started witnessing signs of change, with the players tweaking their business models-from being a niche product category e-tailer to multi-product category e-tailing. One example is Flipkart. Started in 2007 as an online books retailer, it has extended its portfolio to media (games, music and movies) as well as mobile phones and accessories in 2010. In 2011, it included many other product categories such as personal care, health and home appliances and, in 2012, introduced watches, belts, bags, luggage and toys to its portfolio. Clearly, there exists a huge potential for the growth of online retailing in India.
While figures show that a large number of consumers in India frequently use the Internet for shopping purposes, it is not clear what drives them to purchase from one online retailer rather than from others, and, specifically, whether consumers' e-store attitude and purchase behaviour could ever be improved if online retailers adopted a certain business model. This raises the issue of examining how consumers' attitude and e-store purchase behaviour would be affected by online retailers' business models.
Multi-product versus Niche-product Category
Shopping in retail environments is a fundamental aspect of consumer behaviour and is influenced by complex and varying psychological processes. Consumers' shopping behaviour may be influenced by a variety of unconscious processes (Chartrand, Huber, Shiv, & Tanner, 2008) and experiences (Hutchinson & Eisenstein, 2008) . For example, prior research has examined not only how cognitive perceptions influence consumers in selecting one retail store over another (Fotheringham, 1988) , but also how attitudes and behaviour are shaped by various elements of the retailing environment, such as the retailer's business model. With technological advancements, consumers are increasingly exploring new and improved ways of shopping across a variety of channels and communication media, such as the Internet, which gives them enough freedom and opportunity to compare and contrast the best shopping medium.
Although success of a store as a feasible sales channel depends on whether it helps in attracting a significant number of potential customers who are willing to make a purchase, it would be inaccurate to say that every individual who visits a store will feel the same way towards the shopping experience in general and web-based shopping in particular. Thus, examining consumer shopping behaviour within an online environment using different retailer models is a significant yet an under-researched domain. An issue of particular interest to both practitioners and academics is therefore to determine whether there are systematic differences in the behaviour consumers show in purchasing from various online stores that use different business models. For example, are consumers' attitude and purchase intentions different for stores that offer multiple product categories as compared to stores offering niche (single) product categories? Put in another way, will the same person exhibit different choice behaviours towards e-stores offering multi-and niche-product categories? Identifying and understanding these differences is important in formulating marketing strategies, especially for online marketers who continuously respond to the growing demand for time-saving convenience and increasingly provide one-stop shopping by offering multiple product categories in the same e-store. Although multi-category models have been of interest to retailers seeking to maximize their profits, such studies are limited only to the offline stores. None of the previous researches has explored how consumer behaviour differs for multi-category versus niche-category online store environment.
Conceptually, a multi-category choice is defined as the decision process in which the choice of one product or brand is affected by the presence of another product in a different category. Therefore, multi-category decision making implies cross-category choice dependence, as items from multiple categories may jointly contribute to fulfilling a consumer need. For example, a consumer's decision of whether to buy cake mix on a given shopping event may not be independent of the consumer's decision of whether to buy frosting at the same shopping event. In other words, a consumer's incidence decisions may be related across product categories both because product categories serve as complements (e.g., cake mix and frosting) or substitutes (e.g., cola or non-cola) in addressing the consumer's needs, and because product categories compete with each other in attracting the consumer's limited shopping budget. Such scenarios lead to the selection of a number of different products, each perceived by the consumer to be part of a bundle.
Given the magnitude of changes in retailing, it is vital to note why one-stop shopping has grown. From a theoretical standpoint, importance of shopping time for consumers' retail choice decision is well documented (McDonald, 1994) . More recently, possibility of online retailing has increased shopping opportunities because of the benefits offered. Taking this approach a step further, it is proposed that those online retailers offering the additional benefit of exploring several related (complimentary and substitute) products in a single shopping event are likely to reduce the amount of search time and consequently the shopping time.
While little is known about the impact of online retailer models on consumer attitude and online shopping intentions, it is reasonable to expect that consumers' choice for an e-store is determined by the type of online retailer model such that retailers offering multiple product categories will find greater purchase intention and attitude from the consumers than retailers dealing in niche categories.
This leads to the following hypothesis:
H01: Offering multiple product category would result in greater purchase intention and positive attitude towards the website among online users than offering niche categories.
With the rise in the use of the Internet in the 1990s, researchers began to investigate what users thought and how they behaved with the new medium. The purpose of the present study is also to evaluate the effects of online retailer formats on consumers' attitude towards the website and their purchase intention. Although explicit definitions for attitude towards the website are rarely provided by researchers, it is viewed here simply as a person's predisposition to respond to a website in a consistent manner which is most likely to develop upon visiting the site. Given the scarcity of theories and data that could be used as the basis for developing additional or alternative premises, we adopt the existing theoretical perspectives and supportive research findings that suggest a possible relationship between online retailer formats and consumer choice behaviour. Although web-store shopping behaviour does not necessarily follow the same traditional consumer behaviour as the brick-and-mortar retailing environment, in trying to appreciate the effect of retailer formats on attitude towards the website and online purchase intentions, we could draw upon some past concepts with which it might have operational similarities such as types of traditional retail stores competing for the same customer who is looking for lower price and convenience.
Retailers have been quick to realize the potential of the store format in providing a tool that will serve not only to differentiate but also to target specific consumer segments. An important issue of managing retail stores is to offer customers the opportunity to visit a retail store at one time for one-stop shopping and get multiple products or services (Leszczyc, Sinha, & Sahgal, 2004) . While supermarkets with their larger assortments and price competitiveness provide a one-stop shopping option to consumers, specialty stores, with their limited but extensive offerings of specialized products, serve the consumer who is looking for specialized and often more exclusive items not always available at most supermarkets.
Given the distinct store characteristics across formats as well as the heterogeneous nature of consumer shopping behaviour, the same set of consumers shopping across different store formats may very well show differential response behaviour in terms of their preferences and purchase behaviour. Much like in the offline retail stores, customers face difficulty in making decisions while selecting from the many types of online stores offering different benefits, such as those offering the benefit of purchasing from within several product categories on the same site to those dealing exclusively in a particular product category.
Specifically, in the online environment, given the increasing competition in the online retail industry and an ever increasing overlap in the kinds of products that can be obtained at each, it becomes critical for online retailers to understand such variations in consumer shopping behaviour, should they exist, across different store formats. Online shopping website features such as interactivity and information have been known to influence consumers' satisfaction with online shopping websites (Childers, Carr, Peck, & Carson, 2001; Richard, 2005) and therefore consumers' purchase experience with the online shopping environment determines the strength of a consumer's intention to carry out specific purchase behaviour online (Salisbury, Pearson, Pearson, & Miller, 2001) . Store characteristics such as assortment (Briesch, Chintagunta, & Fox, 2009; Hansen & Solgaard, 2004) or convenience (Ellickson & Misra, 2008; Pan & Zinkhan, 2006; Seiders & Tigert, 2000) are alsouseful tools for influencing consumer shopping behaviour across different formats (Fox, Montgomery, & Lodish, 2004) .
Consumers shop across multiple store formats for reasons such as to explore new categories (Cummins et al., 2008) or to satisfy specific needs (Cummins, Findlay, Petticrew, & Sparks, 2008) . One such specific need could be the necessity to make purchases as well as carry out selling on the same site. In the online retail scenario, it is crucial to account for the impact of the website's ability to offer not only increased facility to the consumers to undertake one-stop shopping, but also the opportunity to experience convenience of both buying and selling. While little is known about the effect that such a combination of buying and selling will have on consumers' choice of websites, it can be expected that the hybrid format offering multiple product categories as well as the option to buy and sell is likely have a similar effect on consumers.
With such complexity in choosing from multiple product categories in a hybrid retail format, consumers might consider a trade-off selection-a simpler approach of buying from the websites that offer a variety of product categories while preferring to use hybrid websites primarily for selling purposes. Therefore, consistent with prior literature on retail formats in the traditional set-up, we expect that consumers would be more likely to engage in shopping through websites offering not only a variety of product categories but also the ease of purchasing. Specifically, we hypothesize that H02: Greater purchase intention and positive attitude towards the website will result in purchase sites than in hybrid sites, and this effect will be stronger for multi-product e-tailers compared to niche-product e-tailers.
Research Methodology
Participants
A sample of 243 postgraduate marketing students from an Indian university participated in the study resulting in 240 usable responses. Of the final sample, 48.7 per cent were females. Mean age of the participants was 23 years (standard deviation 4.61), the range being 22-25 years. Inclusion of student-consumers from only one area is for the purpose of enhancing homogeneity among the sample to strengthen internal validity. Calder, Phillips and Tybout (1981) have asserted that internal validity has to be prioritized over external validity in testing the theory. Although selecting students as a sample for survey has often been debated in consumer research (Calder et al., 1981) , as the use of students is considered a liability in research due to legitimate concerns regarding external validity, it is less problematic in this study because students form a majority of online shoppers and an explicit effort was made to select online shopping sites for this study that are likely to be visited by the students, thus allowing us to measure their purchase intentions.
Design of the Study
Experimental design was chosen as the method of study in the present research because of the ability of such designs you most familiar with offering (a) multiple products and (b) niche products." Likewise, the question to the second group was: "List down the online auction websites that you are most familiar with offering (a) multiple products and (b) niche products." The most recalled purchase website offering niche products was lenskart.com (63% of votes) while the most recalled purchase site offering multiple products was found to be flipkart.com (79% of votes). Also, the most recalled multiple product-auction website was olx.com (84% of votes) and the most recalled niche product-auction website was found to be 99acres.com (76% of votes). While developing realistic stimuli for the experiment, hypothetical websites were used to avoid potentially confounding effects of previous exposure or experience with the existing websites (Schneider & Cornwell, 2005) . Based on the results of the pre-study, lenskart.com, flipkart.com, olx.com and 99acres.com were used as a basis to develop four new websites for the experiment. To control prior exposure to the existing online stores, an independent professional website designer developed four new websites keeping in mind the characteristics of the selected websites. In order to strike a balance between realism and control, the four websites which were professionally developed were of high quality and looked realistic.
Stimulus
From the results of the pre-study, four treatments were operationalized, with two online retailer models and two product categories. Four new websites were developed with fictitious names. In the purchase site/multiple product category condition, the website typically presented a website offering four product categories-fashion apparels, accessories, footwear and eyewear for both men and women. In the auction site/multiple product category condition, the website was designed to include the purchase and sale of four product categories-furniture, electronics, fashion and real estate. Also the purchase/niche product category condition included a website dealing only in eyewear, while the auction/niche category condition included a website dealing only in real estate.
All the four websites, thus developed, allowed the user to surf through them like they would do on a real website, from searching for brands to placing an order. The layout of all the four websites was kept uniform to avoid differences arising out of variation in the website design. Also, all the four websites had the same name: buybest.com. Once completed, the websites were shown to four website developers to ensure that they looked professional. to test theoretical relations (Bagozzi & Yi, 1989) , and given the nature of the study objectives. Participants were randomly assigned to a 2 x 2 design (Table 1) . Each subject was assigned to only one of the four conditions in the experiment. The two independent variables were online retailer model and the type of product categories offered. The online retailer model had two levels-purchase sites and hybrid sites. Online retailer models, which act as a storefront to sell goods, were defined as purchase sites while those in which the online retailer offers the services of both buying from the website as well as selling through the website were defined as hybrid sites.
Type of product category variable also had two levelsniche category and multi category. Online retailers offering only a single product category were termed niche-category retailers while those who offered multiple product categories at the same website were termed multi-category sites. The interaction of these two factors divided the sample into four groups.
Variables and Measures
The independent variables used in the study were the online retailer models and type of product categories offered. The dependent variables were attitude towards online retailer and intentions to purchase from the online retailer.
Selecting Levels of Independent Variables
Selection of the levels of the two independent variables required conducting a pre-study. The pre-study was conducted on a small group of 60 students (who were not part of the final study) in order to know their preferred online websites within the niche or multiple product categories. It was conducted on two separate but homogeneous groups consisting of around 30 individuals. For the first group, an opening brief was followed by a single open-ended question: "List down the online purchase websites that you are
Data Collection Form and Generation of Scale Items
Four separate questionnaires were designed for the final study. The basic pattern of the questionnaire remained the same with minor changes in accordance with the treatment. The opening brief of the questionnaire included a note that a new website has been launched but the marketers were not sure about the impact of the new websites on attracting customers and that the marketers wanted to know the opinion of real customers. It was followed by questions pertaining to the attitude of the respondents towards the online retailer and their purchase intentions. Further, there were questions related to demographic factors including age and gender. The measures of attitude towards the e-retailer and intention to purchase were drawn from previous studies. A brief discussion of each study variable and its measurement follows.
Attitude Towards the Website
To measure the attitude towards the website (A ST ), the six items, five-point Likert scale developed by Chen and Wells (1999) was employed with responses measured from 1 = strongly disagree to 5 = strongly agree. Statements included: 'I would like to visit this website again in the future', 'I feel comfortable in surfing this website', 'I feel surfing this website is a good way for me to spend my time'. Scale reliability was α = 0.81.
Intention to Purchase
The dependent variable, purchase intention, used the conceptualization and items provided by Yoo and Donthu (2001) . Purchase intention refers to the likelihood that a user makes a purchase from a site, similar to its usage by many researchers in online behaviour studies (Chen & Barnes, 2007; Yoo & Donthu, 2001; Zhang, Prybutok, & Strutton, 2007) as a proxy for actual behaviour, because purchase intention relates closely to actual behaviour (Ajzen & Fishbein, 1980) . Responses were measured on a five-point Likert scale (1 = strongly disagree to 5 = strongly agree). Scale reliability was α = 0.75 (Table 2) .
Before the finalization of the questionnaire, pre-testing of the questionnaire was carried out to qualitatively investigate relevance and consumer experiences of engaging in online shopping. Ten per cent of the total sample was administered the questionnaire for this purpose. Subsequently, for data collection, respondents were personally briefed about the purpose of the study and queries were clarified. 
0.75
I expect to purchase through this website in the future. It is likely that I will transact with this website in the near future.
Source: Author.
The Experiment
Before the experiment began, respondents were asked the amount of time they spent on online shopping sites. It was found that on an average 15-20 minutes were spent on surfing online shopping sites. The four hypothetical websites previously developed were used as the experimental stimulus. The experiment began with the researcher briefing the respondents about the nature of study. Thereafter the respondents were allowed to surf the websites at ease under the supervision of the researcher. In each treatment group, 60 subjects got on the Internet and were allowed to browse through the hypothetical website just as they would a real website. Respondents were given enough time to use the website and interact with each other. Once they had browsed through the website and selected the items of their choice, the respondents were given a questionnaire to measure their attitude towards the website and intention to purchase from the website. It was ensured that each respondent spent 15-20 minutes surfing the shopping website and another 10 minutes in filling up the questionnaire. The researcher ensured that the questionnaires were completely filled before collecting them.
Participants' gender and age did not influence any of the dependent variables, so they were excluded from further analyses. Results of two separate independent t-tests suggested that there was no significant difference between males (M males = 4.32) and females (M females = 3.98) about their attitude towards the website (t = 4.52, p > 0.21). No significant difference was found between males (M males = 4.32) and females (M females = 3.98) about their intention to purchase (t = 2.85, p > 0.25). Furthermore, results of ANOVA suggested no significant difference between respondents ranging between 22 and 25 years for attitude (F = 3.15; p > 0.05) and intention to purchase (F = 2.36; p > 0.05).
Data Analysis and Results
A 2 x 2 online retailer model by the type of product category factorial design using SPSS MANOVA procedure was used to determine whether there were any significant differences among the independent variables, type of online retailer model (purchase site and hybrid site) and product category (multiple and niche category) on the dependent variables-attitude towards the website (A ST ) and intention to purchase (PI). It was found that the dependent variables significantly correlated with each other (correlation coefficients 0.477; p < 0.05) which necessitated the use of MANOVA by controlling for Type-1 error while examining whether there were any differences in the respondents' attitude towards the website and their intention to purchase on two different levels of online retailer format.
Prior to the MANOVA analyses, univariate tests and Box's M tests of the dependent variables were conducted to meet the assumption of homogeneity of variancecovariance matrix, which allows for direct interpretation of results without having to consider group sample sizes and levels of covariance in the groups (Hair, Anderson, Tatham, & Black, 1998) . Another assumption of the correlation of the dependent variables was tested and satisfied by using Bartlett's test of sphericity. Bartlett's Test of sphericity was significant, indicating that the dependent variables were correlated, making a multivariate analysis appropriate.
The multivariate effect (Table 3 ) was found to be significant (F 2,235 = 23.515; Wilks' Lambda Value = 0.646; p < 0.05), indicating a statistically significant difference in website effectiveness, operationalized by measuring respondents' attitude towards the website and their intention to purchase on two different levels of online retailer format (purchase site and hybrid site). The Wilks' Lambda statistic was used because it is the one that is most immune to violations of the assumptions underlying MANOVA, while maintaining the greatest power (Hair et al., 1998, p. 162) .
Main Effects
Analysis using one-way MANOVA revealed that the product category offered (multiple/niche) has a significant effect on website effectiveness. The multivariate effect (Table 3 ) was significant (F 2,235 = 18.270; p < 0.05). The overall result suggests that website effectiveness varies significantly depending on the product category offered (multiple versus niche) irrespective of the type of the online retailing format (purchase site versus hybrid site). The significant differences across the levels of product categories offered on website effectiveness indicates that significant univariate main effects exist for attitude towards the website (F 1,238 = 56.21; p < 0.05) and intention to purchase (F 1,238 = 27.18; p < 0.05). Table 4 shows these results. The cell means and significance tests are summarized in Table 5 .
Findings suggest that when a website offers multiple products, website effectiveness, measured in terms of A ST and purchase intention, is more as compared to when the website deals with a niche category. These results support the first hypothesis. Overall, the significant main effects suggest that the type of retailer format and product category conditions have a substantial independent effect on website effectiveness. 
Interaction Effects
The model tested not only the main effects of type of product category offered, but also the joint effect of type of retailer format and product category offered on the two dependent variables (attitude towards the website and intention to purchase). MANOVA goes beyond analysing only the differences among groups by assessing whether the type of retailer and/or product category offered created groups with differences. The interaction of the two main effects (type of retailer format and type of product category offered) was statically significant at 0.01 level. This signifies that the type of product category offered was not same across the retailer formats for the two dependent variables collectively. The 2 (Retailer format: Purchase site/Hybrid site) x 2 (Type of product category: Multiple/Niche) MANOVA between-subjects was used to determine if there was a significant interaction effect of retailer format and type of product category offered on website effectiveness. As seen in Table 3 , MANOVA results reveal significant main effects of retailer format, (F 2,235 = 23.515; p < 0.05) and type of product category offered (F 2,235 = 18.270; p < 0.05) indicating that the differences in the type of product categories offered were not equal across the two retailer formats for the dependent variables (A ST and purchase intention). The multivariate effects also show that there is a significant interaction effect of the retailer format x type of product category offered interaction term on both the dependent variables (F 2,235 = 4.458; p < 0.05). When the interaction is significant, the intervening effects of the two independent variables may obscure comparisons between the means of one independent variable. In this research, the combination of the two independent variables played a more important role in explaining the variability of attitude towards the website and intention to purchase.
To determine which dependent variable(s) is/are responsible for the statistically significant MANOVA result, separate two-way ANOVAs were conducted for each of the dependent variables: attitudes towards the website and purchase intentions. The ANOVA results are presented in Table 6 .
Results for the attitude towards the website (A ST ) measure indicated a significant main effect of retailer format (F = 32.91; p < 0.001), type of product category (F = 52.14; p < 0.001) and retailer format by type of product category interaction (F = 6.47; p < 0.05). Additional analysis suggest that the A ST score was higher when the subjects in the purchase site condition (mean = 4.41) responded to the multiple products condition versus when subjects in the hybrid site condition responded to it (mean = 3.32; t = 2.5; p < 0.000). Also, the corresponding attitude score was higher for niche product category (t = 1.9; p < 0.000) in the purchase site condition.
Next, ANOVA results for the purchase intention variable showed that the main effect of retailer format was significant (F = 46.27; p < 0.000), as was product category (F = 37.19; p < 0.000) and the interaction between retailer format and product category (F = 5.02; p < 0.05). A closer examination of the data revealed that subjects in the multiple product condition (mean = 4.54) who were exposed to a purchase site exhibited more favourable purchase intentions than did those in the hybrid product condition (mean = 3.21; t = 5.79; p < 0.05). Also, subjects in the niche product condition (mean = 2.27), who were exposed to purchase site, exhibited more favourable purchase intentions than did those in the hybrid condition (mean = 2.01), and the difference was significant (t = 2.90; p < 0.000).
The results reveal that purchase retailer format with multiple products resulted in best website effectiveness while hybrid retailer format with niche products generated least website effectiveness. This provides support for the second hypothesis.
To better understand the effects of the independent variables, graphs were constructed showing the mean responses for both of them for each of the dependent variables (Figure 1) . The significant interaction for each dependent variable is visually demonstrated by the absence of parallelism of the lines in each of the plots. The 'attitude towards the website' plot ( Figure 1a) shows that multiple products tend to draw more positive attitude towards the website than niche products. Also, online retailers employing purchase options for the consumers generated much more positive attitude towards the website than when both purchase and sell options was offered on the website. Finally, for purchase intentions (Figure 1b) , the plot shows that websites offering multiple products resulted in more intention to purchase than websites offering niche product categories.
Discussion and Managerial Implications
As Internet usage becomes increasingly widespread worldwide, concern surrounding its effective adoption by both retailers and consumers as a medium of shopping is gathering dust. In particular, an examination of online consumers' predisposition to respond favourably or unfavourably to the retailers' website format is relevant to the development of this dynamic medium of shopping. In this context, the present research had two main objectives. Our first objective centred on how the online retailer offerings affect website effectiveness, operationalized through attitude towards the website and purchase intentions. The most relevant finding of the study is that shopping websites offering multiple products on their website result in more favourable consumer attitudes towards the website and a higher propensity to purchase from such websites. E-tailers offering products in the niche category, in contrast, were able to generate less favourable attitudes and purchase intentions. The findings can be interpreted in the light that for Indian consumers, online shopping websites that enhance consumers' ability to surf and search from a larger assortment of varied products is more satisfying and thus more rewarding in terms of making a satisfactory final purchase decision. The findings are in tune with earlier studies which suggested that consumers prefer more variety and are attracted to it as it results in a greater chance that their preferences will be matched (Kahn & Lehmann, 1991) . The second objective of the study was to learn about the difference, if any, in website effectiveness, based on the type of online retailer format vis-à-vis the variety of products offered. Although brand website studies in the past have focused on the construct of attitude towards the website and its effectiveness in general, none of the studies have attempted to examine the effect of retailer format on website effectiveness. Results suggest that shopping websites offering an option to purchase from multiple product assortment will result in greater website effectiveness than websites offering an option to both buy and sell in the niche category.
For managers, an understanding of the dimensions of retail websites in terms of the website format and assortment of products offered can be used by online retailers in developing strategies for website success. Offering a niche category with the option to both buy and sell may not be the best model for increasing the target consumer base. Second, the results also point to the fact that online retailers will be better off by focusing on the purchase format offering multiple products on their website.
Limitations and Future Research
In an attempt to increase our understanding of how online retailer model types influence consumers' attitude towards the website and their intention to purchase, an experimental study was carried out. Additionally, the present study outlined the effects of type of product categories offered by the online retailers on consumers' attitude and purchase intentions. Our findings contribute to the recent trends in research that examine the factors affecting behaviour of online shoppers.
Although the present study makes significant contributions to the existing body of work in the area of online shopping, some issues that can potentially limit the findings and can serve as useful opportunities for future research are worth mentioning. As with any research, results of the present study must be treated with caution when drawing generalizations from it. The generalizability of the present study is limited by several factors. First, the study is conducted with samples from a single region. Although the choice of sample selection from a particular region is justified on the account of increasing internal validity, which can be achieved by employing a relatively homogeneous sample (Cook & Campbell, 1979 ), yet a larger and a more robust sample pool from a wider geographic region will provide greater support for the findings. Therefore, examining the results of the present study using samples with different demographics is certainly another appropriate direction for future research. Also the research was administered only on the Indian youth, as it was felt that this section presents a promising consumer segment for online retailers. Future researchers may extend the study by considering respondents from wider demographics.
Furthermore, the present study is limited in scope to only two independent factors, while in reality, consumers' e-store patronage may be influenced by a number of factors. For example, it would be interesting to find out if the consumer characteristics, such as the hedonic and utilitarian sources of customer attitudes, have an effect on their response to online shopping adoption. It may also be worthwhile to consider the influence of e-store atmospherics on consumers' purchase intentions.
